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Executive Summary 
 

During fiscal year 2006-07, the Florida citrus industry continued to be impacted by previous years’ 
hurricane damage as well as disease outbreak. Smaller supply continued to drive up retail orange juice 
prices. FDOC focused on increasing demand by communicating the health benefits of Florida citrus; this 
strategy helped maintain total orange juice revenue in a challenging economic environment. 
 
2006-07 programs continued to implement the FDOC mission to “Grow the market for the Florida citrus 
industry to enhance the economic well-being of the Florida citrus grower, citrus industry and the state of 
Florida.”  
 
A fully integrated marketing plan delivered key health and wellness messages about Florida citrus through 
numerous vehicles.  A national television advertising campaign was supplemented by online partnerships 
with key news and weather Web sites. Public relations efforts utilized credible, nutrition experts to reach 
consumers through media and health professionals. 
       
Retail communications efforts continued to target key Northeast supermarkets, Wal-Mart, and Publix to 
build sales and profitability through the juice category.  FDOC tested a grapefruit juice coupon through 
Catalina Marketing and corresponded with influential Consumer Affairs Directors to educate customers 
about Florida citrus. 
 
Turnkey foodservice programs increased orange juices sales for restaurant operators such as Denny’s IHOP 
and Perkins and reached consumers away from home. 
 
FDOC connected with consumers online via VISITFLORIDA.com and in person at Florida Welcome 
Centers and the Florida State Fair. 
 
On the international front, grapefruit shipments recovered from the previous two years’ hurricane-impacted 
supply.  Exports to Japan, Europe and Canada increased with FDOC retail, advertising, public relations and 
foodservice efforts helping to drive sales. FDOC launched successful, new television advertising for orange 
juice in Canada.    
 
The Economic and Market Research Department (EMRD) continued to provide crucial market data to the 
Florida citrus industry and to the retail communications team.  A joint analysis of the impact of disease and 
urban development on the Florida citrus industry was conducted with the University of Florida. EMRD 
evaluated FDOC marketing programs to ensure effective returns on investment and implemented a Monthly 
Program Evaluation Measurements tool to show progress toward annual goals. 
 
The scientific research department continued to study the health and wellness benefits of citrus to support 
and provide marketing messages. A nutrient density study revealing that orange and grapefruit juices 
contribute the most nutrients per calorie of popular fruit juices was integrated into FDOC marketing 
programs. Several clinical trials for grapefruit are underway with results expected in the next fiscal year. 
 
Based on feedback from a 2007 industry survey, FDOC began to implement a grower communications 
program designed to increase communication channels to educate growers about FDOC activities. 
 
Under the direction of the Florida Citrus Commission, FDOC began to explore options to address the free 
rider issue and to examine a federal research and promotion program. Work will continue into the next 
fiscal year.   
 
FDOC is committed to ensuring the future of the industry by increasing demand for Florida citrus.  The 
citrus industry is a key component of Florida agriculture which employs approximately 90,000 people and 
provides a $9 billion impact to the state. 
 



 4

Marketing Programs 
 

Domestic Marketing 
 

The 2006-07 season once again proved to be a challenging one for the Florida citrus industry.  Supply 
dropped sharply on the heels of disease outbreaks and hurricane damage and as a result, retail orange juice 
prices soared to all-time highs. In this pricing environment, the FDOC’s programs focused on adding value 
to Florida citrus products and giving consumers a reason to buy them other than price. 
 
The key word in the FDOC’s lexicon became “value.” Strong marketing programs promoting the health 
benefits of orange juice and its refreshing taste profile helped increase total orange juice revenue to record 
highs although consumption was down for the year. 
 
The Department’s television advertising campaign evolved slightly with the health and wellness foundation 
remaining intact.  The FDOC introduced two new ads during the year, one called “Touchless” and the other 
“Birthday Party.” Each conveyed the message that orange juice is an easy, delicious way for consumers to 
get essential vitamins and minerals. Current FDOC television ads were posted on www.floridajuice.com. 
The television advertisements were supplemented by a full internet advertising campaign on popular 
websites such as abc.com, accuweather.com and bhg.com (Better Homes & Garden). The internet 
advertising helped drive a record number of visitors to floridajuice.com which was revamped during the 
year to be more visually appealing and consumer friendly. 
 
The FDOC’s public relations programs continued to support advertising by utilizing well-respected third 
party experts such as Dr. Pamela Peake, physician and best-selling author, and Cheryl Forberg, professional 
chef and registered dietitian, to communicate the FDOC’s health and wellness message to consumers via 
the media and health care professionals. Throughout the course of the year, several high profile 
newspapers, television and radio stations mentioned orange juice and fresh citrus’ health benefits.  The 
public relations programs also included a partnership with Scott Uehlein, a well-known chef from the 
Canyon Ranch Spas. Uehlein helped deliver the orange juice message by developing several citrus-specific 
recipes.  
 
On the fresh citrus side, gift-giving expert Peggy Post was featured in a satellite media tour in December to 
promote Florida gift fruit. Post secured interviews with some of the state’s largest media outlets. The tour 
was supplemented by custom radio promotions throughout the state. In addition, Catalina Marketing 
Corporation created a successful test coupon program in Atlanta that promoted fresh Florida citrus and 
helped give it a 54 percent lift versus last year. A fresh honey tangerine and orange online coupon test 
program through SmartSource generated disappointing results, as the anticipated number of coupons 
delivered to consumers was not achieved. 
 
On the public affairs front, the FDOC continued to monitor media coverage of citrus and dispel 
misinformation on 100% juice versus other beverages. 
 

http://www.floridajuice.com/


 5

The linchpin of the FDOC’s grapefruit marketing in 2006-07 was a partnership with diet guru Bob Greene 
and his new book The Best Life Diet (BLD). The FDOC provided “Best Life” fruit stickers and promotional 
materials to fresh fruit shippers bearing the BLD logo. In addition, Catalina Marketing developed a Florida 
grapefruit juice coupon program to incentivize consumers to drink more juice. Florida grapefruit juice also 
sponsored two NBC Health Expos, the Family Circle Cup tennis tournament and the More magazine 
Marathon.  
 
The promotional efforts helped level off the decline in grapefruit juice consumption for the first time in 
several years.  
 
The award-winning grapefruit juice-drug interaction “Truth Squad” program once again identified and 
responded quickly to inaccurate media reports through an aggressive letter-writing campaign.   The FDOC 
partnered with Ocean Spray to purchase advertorials in WebMD magazine that offered information about 
the grapefruit juice-drug interaction.   
 
Retail communications was another important ingredient in the marketing mix in 2006-07.  The team 
continued to focus on the major Northeast retailers, Wal-Mart and Publix, with category building ideas and 
Florida orange juice and grapefruit juice information. The team also added Kroger (# 2 U.S. retailer) and 
Food Lion ( # 6 U.S. retailer) to its client base. The FDOC once again conducted a “Grove to Consumer 
Tour” for Consumer Affairs Directors (CAD) from major retailers.  CADs attended informational sessions 
and toured the Florida citrus industry to learn the value of retail promotional efforts for Florida citrus 
products.  
 
The foodservice marketing team focused on the away from home market by providing restaurants with 
custom turnkey programs to increase orange juice sales. The “suggestive sell” programs provide visual cues 
to restaurant patrons and encourage wait staff to suggest Florida orange juice with breakfast to their 
customers.  In addition to providing table tents, coasters and posters, some programs included giveaways, 
wait staff incentives and mystery dining.  The FDOC executed programs with Denny's, IHOP and Perkins. 
The Department also promoted orange juice & grapefruit juice online with Nation’s Restaurant News 
banner ads and newsletter sponsorships. 
 
To promote citrus consumption within the state of Florida, the FDOC again partnered with VISITFLA. The 
partnership included website banner ads that generated more than 11 million impressions.  The Department 
sponsored the Florida State Fair, an event that draws approximately 500,000 visitors each year to Tampa. 
The Florida Welcome Centers were also a big part of the FDOC’s in-state programs. They continue to 
provide an opportunity to reach over 3 million visitors through a sampling program of not-from-concentrate 
premium orange juice and grapefruit juice at Official Florida Welcome Centers (locations include U.S. 231, 
I-75, I-95 and I-10). 
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International Marketing 
 
The 2006-07 season saw total fresh grapefruit exports recover after two years of lower supplies due to 
hurricanes.  Exports were up 80 percent with shipments to Japan increasing 72 percent versus last year. 
Marketing programs included retail promotions, an advertising campaign, public relations and food service 
promotions. 
 
Fresh grapefruit shipments to Europe were up 108 percent bolstered by marketing programs that included 
retail promotions and public relations events. Canadian shipments were up 65 percent. 
 
On the grapefruit juice side overall, exports for the October-March period were off 2.1 percent. Juice 
program plans were integrated with fresh for efficiency.  
 
Orange juice exports to Canada (the FDOC’s only non-U.S. supported orange juice market) were up 7.9 
percent for the October-March period. Program plans in Canada included television advertising for the 
Ontario and Quebec markets and public relations activities. 
 
A new advertising campaign was developed this year in Canada to reinforce that Canadians should drink 
Florida orange juice every day to “recharge with the pure energy of Florida orange juice.”  The television 
commercial “Colorless” ran from November 2006 through April 2007 in Toronto, Montreal, and Ottawa.  
A pre- and post-wave of research was conducted and the results showed that the main message of the 
advertising was clear and indicated  positive returns on motivating consumers to buy or drink Florida 
orange juice. 
 
Public relations programs in Canada continued to leverage the health benefits and superior taste of drinking 
100% pure Florida orange juice.  A national survey of Canadian dietitians’ views on 100% pure orange 
juice was conducted and the results were used to generate positive media coverage of Florida orange juice.  
Various informational press releases were distributed to targeted media and strategic media outreach was 
conducted to secure broadcast interviews for a respected Canadian dietitian and food expert who spoke on 
behalf of Florida orange juice.  Advertorials were placed in leading magazines and the Florida Orange 
Juice Pure Energy Campaign focusing on health and wellness and Florida quality messages was conducted 
via radio, print, and television.   
 
Grapefruit and grapefruit juice were promoted simultaneously in the majority of our programs.  The FDOC 
raised awareness of the 2006-07 Florida grapefruit and grapefruit juice season in Canada by distributing a 
citrus report to key trade and consumer media.  The FDOC developed and distributed point of sale 
materials containing our key messages and conducted in-store promotions, including sampling, in retail 
chains in Canada.  Grapefruit was also sampled to attendees of the Lifefest Women’s Expo in an effort to 
introduce the quality and flavor of Florida grapefruit to consumers.    
 
 
As with orange juice, a national study was implemented to assess Canadian dietitians’ views of grapefruit 
and 100% grapefruit juice and the findings were used to generate positive media coverage of Florida citrus.  
Press releases describing the health and wellness benefits and other interesting facts about Florida 
grapefruit and grapefruit juice were developed and distributed to targeted media to generate additional 
media coverage.  The FDOC partnered with Canada’s largest morning television program to develop a 
grapefruit-themed promotion and contest.  FDOC utilized a well-known celebrity chef to discuss the health 
benefits of grapefruit while demonstrating the quality and versatility 
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In Europe, the primary goal was to target consumers in retail stores where Florida grapefruit and grapefruit 
juice were sold. In-store sampling demonstrations and consumer contests were conducted, and posters, 
leaflets, and display materials carrying our key messages were distributed to consumers in Belgium, 
England, France, the Netherlands, and Sweden.  Advertorials were also placed in retailer magazines and on 
their websites to enhance the in-store promotions.   
 
Other forms of public relations activities in Europe included journalists’ events, a consumer health fair 
sampling event, spokesperson interviews (utilizing healthcare professionals and chefs) to deliver key 
messages about Florida citrus, and targeting internet websites to deliver key messages via advertorials, 
contests, recipes and recipe preparation.  Audio press kits containing short editorials dedicated to Florida 
grapefruit and grapefruit juice were produced and distributed to radio stations in France.   
 
In Japan, in-store sampling activities, demonstrations, and consumer contests for Florida grapefruit and 
grapefruit juice were held in targeted areas.  One example was the “Grapefruit Caravan” promotion, which 
included large displays, consumer activities, and promoted a consumer contest at super centers such as 
FEEL Supermarket in Nagoya City.  Some of the other promotional displays highlighted gift fruit and Brix-
sensored fruit from Florida. All posters, leaflets, and other display materials extended the advertising and 
emphasized the product attributes and consumer benefits.   
 
The FDOC implemented an advertising campaign in Japan that strategically funneled all communication 
activity toward the supporting retailers by placing posters outside shopping areas where Florida grapefruit 
and grapefruit juice in-store promotions were being conducted, distributing newspaper flyer inserts to 
households surrounding the shopping centers, communicating the health message and recipes by using in 
store publications, placing ads in targeted newspapers, placing inserts in targeted magazines, and arranging 
radio station partnerships.  A recipe contest, enhanced by informational text about Florida grapefruit’s 
health and wellness benefits, was also conducted on COOKPAD, Japan’s largest website for cooking and 
recipes.      
 
Public relations programs in Japan included a press conference and kick-off meeting in November to 
announce the start of the Florida grapefruit season.  Japanese actress, Tomoka Kurotani, represented the 
FDOC by delivering key messages to targeted groups and the media as the Florida “Grapefruit 
Ambassadress.”  Other programs included media outreach events, television infomercials, website press 
releases and distribution of press kits.       
 
As with the domestic activities, we continue to monitor the media in all markets for grapefruit juice-drug 
interaction reports and respond using the “Truth Squad” protocol when necessary.          

 
 

Looking Ahead 
 
As supply rebounds, higher prices at retail are still expected to continue to impact consumption in 2007-08. 
Increasing demand will be critical to future growth.  Creating demand will help generate returns high 
enough to offset rising grower costs associated with disease control and labor.  Integrated advertising, 
public relations and promotional programs are key in giving consumers a reason other than price to 
purchase orange juice. Communicating orange juice’s value to consumers will once again be critical to 
success. 
 
The Department plans to anchor its marketing message with the health and wellness attributes of orange 
juice. As part of the effort, concepts for two new television ads are in development and will be tested with 
consumers in the coming months. Pending positive testing and Commission approval, the new 
advertisements are scheduled to air in early 2008. 
 
The FDOC will extend its television advertising reach with an aggressive online program that builds 
awareness, allows for consumer interaction and drives traffic to www.floridajuice.com. Product placement, 
custom vignettes and sponsorships are all part of the marketing mix. 
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The FDOC’s public relations will again focus on using third party experts to convey the citrus health and 
wellness message to the media and health care professionals.  The public relations efforts will concentrate 
on orange juice’s preventative health benefits and its place as a healthy breakfast habit. Public relations will 
work to differentiate orange juice from sugary beverages and juice cocktails and position citrus as a 
healthful ingredient to culinary professionals.  
 
On the grapefruit side, the Department will showcase the wellness attributes of grapefruit including vitality, 
beauty and taste. The centerpiece will be a website devoted to the “Florida Grapefruit Glow” that provides 
information and research on Florida grapefruit. The FDOC is also planning a print advertising program 
promoting grapefruit in magazines that reach the targeted demographic such as People, Cooking Light, Self 
and InStyle. 
 
In 2007-08, the grapefruit juice-drug interaction program will once again work with influencers to set the 
record straight on the issue. 
 
The retail communications team will continue to target top Northeast retailers as well as Wal-Mart, Kroger, 
Food Lion and Publix with category-building information and ideas for both orange juice and grapefruit 
juice. Also, the team will expand on the “Grove to Consumer Tour” for supermarket Consumer Affairs 
Directors which is expected to take place in February 2008.  A primary goal for the season is to place 
orange juice health and wellness brochures in the pharmacy and dairy departments of all the previously 
mentioned retailers.  In addition, the FDOC will test an in-store media program for fresh citrus in several 
Northeast retailers.  
 
In-state marketing will explore opportunities to promote citrus with Florida hotels in 2007-08.  The 
Department will also work closely with foodservice programs to focus on the 85 million visitors to Florida.  
In addition, FDOC is developing a “Florida Citrus Club” for consumers to join and receive quarterly e-mail 
updates on the latest health information and other citrus news.  This will include an incentive component to 
members.  
 
Internationally, the team will continue to build on momentum from 2006-07 by re-establishing its market 
dominance and leadership position to pre-hurricane levels. One focus is to differentiate Florida grapefruit 
and grapefruit juice from competing products on the basis of superior quality and value. Another is to 
educate consumers and influencers about the health and wellness benefits of Florida citrus products. The 
plan is to facilitate product identification by continuing to highlight the Florida logo and to educate 
consumers and the trade regarding its meaning. The core target markets for grapefruit and grapefruit juice 
are Japan, France, UK, Belgium, Netherlands, Sweden and Canada. However, the majority of the marketing 
budget is earmarked for Japan which is the industry’s most important market. In 2007-08, integrated 
marketing programs will include retail promotions, advertising and public relations. 
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Economic and Market Research 
 

 
During the 2006-07 season, the FDOC’s Economic and Market Research Department (EMRD) continued 
its mission of providing market data to the Florida citrus industry while also providing statistical 
information that serves as a guide for all FDOC marketing programs. 
 
The EMRD staff worked closely with the retail communications team to provide large Northeast retailers 
with information on the effectiveness of orange juice promotions. The staff also encouraged retailers to 
increase feature support of the category while highlighting consumer trends and opportunities to grow 
citrus juice sales. 
 
To ensure that FDOC programs were working effectively during the 2006-07 season, the EMRD staff 
replaced the balanced scorecard system with monthly measures of FDOC achievement. The monthly 
measures are posted on floridajuice.com 
 
Once again the EMRD staff provided the Florida Citrus Commission and industry with the October Citrus 
Outlook report and an update (a planning tool that provides information to establish season expectations 
and goals). 
 
Along with the Food and Resource Economics Department at the University of Florida, the FDOC 
conducted an analysis of the impacts of various citrus diseases such as greening and canker, as well as 
urban development, on Florida citrus production in the long run. The report was issued in late 2006. 
 

 
Looking Ahead 
 
Over the years, the Department has studied the long-term economic benefit of the generic marketing 
programs, as well as many micro marketing effectiveness metrics.  In 2007-08, the EMRD staff will work 
to create a comprehensive measurement tool that will incorporate the use of previously defined and new 
micro measurements as well as experimental design to measure the FDOC effectiveness of marketing 
programs in terms of return on investment for growers. 
 
An increased concentration in the Florida processing sector has occurred in the past two decades.  An 
EMRD study will be conducted in 2007-08 that addresses the implications of this consolidation for Florida 
citrus growers.  
 
The EMRD staff will also update a previous study on long-range production trends. This study will be 
analyzed with an eye toward long-term grower and industry viability. 
 
In addition, there will be an increased use of syndicated data during the upcoming season to study fresh 
fruit POS sales and recommend price and promotional strategies to the industry. In addition, the staff will 
evaluate the impact of Catalina coupons on the return to Florida grapefruit growers. 
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Scientific Research 
 

The primary mission of the FDOC’s scientific research team during the 2006-07 season was to continue providing a 
solid research foundation for FDOC marketing messages and health claims.  
 
The research team delivered powerful information in 2006-07 through an examination of the importance of orange 
juice in America’s diet.  An analysis of the NHANES 2003-04 study found that among the 14 beverages examined, 
orange juice ranked at the top in contributions of vitamin C and folate to America’s nutrition intakes; second in 
potassium, iron, dietary fiber, vitamin B-6, and a-carotene; third in calcium, protein, and b-carotene; fourth in vitamin 
A and magnesium. The analysis provided important supporting data for FDOC public relations messages.  
 
The research team also completed and published a nutrient density study that showed citrus juices contain the most 
nutrients per calorie of the popular fruit juices: apple, pineapple and grape. The results will be used in upcoming public 
relations efforts. 
 
Additionally, Phase I of the Vanderbilt grapefruit weight loss study began in 2006-07. The in-depth study may not only 
determine the influence of grapefruit products on weight loss in association with a diet and exercise program, but also 
show the effects of grapefruit on lipid metabolism.  This research could provide a strong PR springboard for the 
department in 2007-08. 
 
The research staff also published six white papers on citrus health and had 10 journal articles and presentations. The 
white papers are available at floridajuice.com. 
 
Work continues to progress on the registration of the abscission chemical CNMP to support reduced 
harvesting costs. 
 
During the 2006-07 season, the research staff also continued its role in monitoring juice to make sure it 
complies with all regulation regarding country of origin, adulteration and quality. 
 
 
Looking Ahead 
 
In 2007-08 the research staff plans to continue the registration studies of CNMP and expects to submit an 
application to the U.S. Food and Drug Administration for an experimental use permit of this abscission 
chemical. 
 
In addition, the research team will work more closely with industry advisory councils to initiate, review and 
sponsor research into solutions to the HLB or ‘greening’ disease in citrus trees.  
 
Also, as part of the mission to support health claims for citrus products, the scientific research team will 
evaluate studies that look at the effects of hesperidin, a component in orange juice, on cardiovascular 
disease. Clinical studies about the effects of citrus phytonutrients, such as naringin in grapefruit, on bone 
health, oxidative stress, immunity, cognition, skin health and respiratory health are under consideration. 
 
The research team will continue to publish journal articles and white papers. 
 
 



Financial Data 
 

TAX RATES 
(Per 1-3/5 Bu. Equiv. Box) 

Variety 2004/05 2005/06 2006/07 

Oranges   

     Fresh 20.0 20.0 16.0 

     Processed 16.5 18.5 22.0 

Grapefruit    

     Fresh 25.0 25.0 35.0 

     Processed 24.0 24.0 35.0 

Specialty Fruit    

     Fresh 21.0 20.0 16.0 

     Processed 16.5 18.5 22.0 
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FLORIDA DEPARTMENT OF CITRUS 
VOLUME OF TAX-PAID FRUIT 

 
DOMESTIC 

 Actual Revenue 
Boxes 2005/06 

 Actual Revenue 
Boxes 2006/07 

Orange     

     Fresh  4,996,514  5,080,213 

     Processed  136,003,529  130,474,239 

          Total Orange  141,000,043  135,554,452 

Grapefruit 
    

     Fresh  6,431,671  10,388,051 

     Processed  12,502,170  16,198,195 

          Total Grapefruit  18,933,841  26,586,246 

Specialty Fruit 
    

     Fresh  4,000,657  3,409,497 

     Processed  3,269,007  2,854,544 

          Total Specialty Fruit  7,269,664  6,264,041 

Total Domestic 
    

     Fresh  15,428,842  18,877,761 

     Processed  151,774,706  149,526,978 

          Total Domestic  167,203,548  168,404,739 

Imports 
    

     Orange  19,669,787  29,211,498 

     Grapefruit  339,250  93,974 

          Total Imports  20,009,037  29,305,472 

TOTAL ALL CITRUS  
187,212,585 

 
197,710,211 
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FLORIDA DEPARTMENT OF CITRUS 
COMPARISON OF OPERATING EXPENDITURES 

 
 

  
2005/06 

Increase/ 
(Decrease) 

 
2006/07 

Non-Marketing       

Commission Special Legal  $517,659  ($17,659)  $500,000 

Administrative & Support Services  3,026,051  (295,593)  2,730,458 

State General Revenue Charge  1,112,348  279,234  1,391,582 

Res & Dev - General Operations  1,217,455  196,503  1,413,958 

Scientific Product Research  952,611  445,264  1,397,875 

Scientific Research-Harvesting  961,252  1,401,367  2,362,619 

Economic and Market Research  1,322,874  187,443  1,510,317 

Subtotal Non-Marketing  9,110,250  2,196,559  11,306,809 

Marketing 
 

     

Marketing/PR-General Operations  1,178,467  (254,238)  924,229 

Public Relations Programs  3,101,376  387,233  3,488,609 

Processed Orange Advertising  20,887,288  (3,255,616)  17,631,672 

Fresh Fruit  702,436 (642,492) 59,944 

Consumer/Trade/Industry Communications  2,793,719 933,720 3,727,439 

International Marketing  8,100,555 675,970 8,776,525 

Subtotal Marketing  36,763,841 (2,155,423)  34,608,418 

TOTAL EXPENDITURES  $45,874,091 $41,136  $45,915,227 
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FLORIDA DEPARTMENT OF CITRUS 
COMBINED BALANCE SHEET - JUNE 30, 2007 

  
Special 

Revenue 
Funds 

Combined 
General 
Account 
Groups 

Total 
(Memorandum 

Only) 

ASSETS      

Cash and Cash Equivalents $1,507,825   $ $1,507,825 

Pooled Investments with State Treasury 15,328,434  15,328,434 

Grants Receivable 2,277,612  2,277,612 

Development Loans Receivable 1,469,122  1,469,122 

Accounts Receivable 90,953  90,953 

Interest Receivable 39,944  39,944 

Prepaid Assets 55,587  55,587 

Inventories 532,024  532,024 

Deferred Charges - Current 500,000  500,000 

    

Fixed Assets at Cost    

   Land  246,125 246,125 

   Buildings  763,452 763,452 

   Equipment and Autos  2,853,045 2,853,045 

   Other Fixed Assets  2,990 2,990 

Less: Accumulated Depreciation  (2,928,318) (2,928,318) 

Total Assets $21,801,501 $937,294 $22,738,795 
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FLORIDA DEPARTMENT OF CITRUS 
COMBINED BALANCE SHEET - JUNE 30, 2007 

  
Special 

Revenue Funds 

Combined 
General 
Account 
Groups 

Total 
(Memorandum 

Only) 

LIABILITIES      

Accounts Payable $6,017,745    $ $6,017,745 

Due to Other State Agencies 732,839  732,839 

Compensated Absences –  

Current 
65,974  65,974 

Compensated Absences - Non-Current  694,826 694,826 

Other Liabilities 513,900  513,900 

Total Liabilities 7,330,458 694,826 8,025,284 

FUND EQUITY    

Investment in General Account Groups  242,468 242,468 

Fund Balances    

     Designated 12,601,043  12,601,043 

     Undesignated 1,870,000  1,870,000 

Total Fund Equity 14,471,043 242,468 14,713,511 

Total Liabilities and Fund 
     Equity $21,801,501 $937,294 $22,738,795 
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Florida Department of Citrus 
Executive Management Team 
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